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尽管媒介融合概念的 早提出可以追溯到 20 世纪 70 年代，但它真正实质性
地影响到人们的生活则是近十年来的事。这也很好地印证了保罗·萨佛（Paul 
Saffo）的“30 年法则”，即一项新技术融入社会并实质性地影响人们的生活往往































The fast-paced development of digital technology, particularly the 
computer-based IT technology and its penetration in the media industry has torn down 
traditional boundaries between different medium, triggering an unprecedented and 
implication-far-reaching revolution in media history – media convergence. 
Although the emergence of media convergence can be traced back to the 70's, it 
was not until early years of this century that it began to have solid influence over 
people's life. This also proves Paul Saffo's 30-year-rule that it takes 30 years or so for 
a new technology to be integrated into the society and have an effect on people's life. 
The digital and IT technology based media convergence has just been emerging 
and far from ending. Like the evolution of media development, media convergence's 
come into being and its development is a dynamic long time process. This dissertation 
researches two morphosis of media convergence, perceiving technological morphosis 
as the basis for business morphosis, and media workflow and eco-system 
re-construction is the ultimate goal. Media convergence changes not only the media 
environment and eco-system, it also changes advertising environment and eco-system. 
To reflect these changes, advertising communication has to make structural changes. 
As an ancient Chinese poem goes, "upon the spring river frolic mallards first 
forefeel tides frost free", some forthgoers and pathfinders, to reflect the advertising 
environment changes, have already adjusted and streamlined their advertising 
strategies and practices, through which four characteristics can be found to lead future 
advertising communication:(1)advertisements to flow through multi-medium-pipes; 
(2)storytelling of advertising communication to diversify; (3)network platforms to 
play a bigger role; and (4) advertising innovation will be essential. 
This dissertation, mainly using the qualitative study method, focuses on 
evolution of advertising communication in a media convergence era. The author tries 
to find out development trends of advertising communication through studying of the 
new characteristics and new phenomena of advertising environment that have 
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引言 温家宝主持国务院常务会 决定加快推进三网融合 










会议提出了推进三网融合的阶段性目标。2010 年至 2012 年重点开展广电和
电信业务双向进入试点，探索形成保障三网融合规范有序开展的政策体系和体制


















图 1：三网融合示意图  图片来源：新华网 
                                                        










































于 20 世纪 70 年代提出，当时它被用来描述广播电视、印刷以及计算机行业之间
的交叠。①而正如内格罗蓬特本人所言，媒介融合真正给人们的生活产生实际影
响还是 30 年后即 2000 年左右的事（见图 2）。这也很好地映证了保罗·萨佛（Paul 
Saffo）的“30 年法则”——即一个新理念（新技术）融入社会并实质性地影响
人们的生活往往需要 30 年左右的发展周期。 
 
 
图 2：媒介融合示意图  来源：Erik P. Bucy (2002), Living in the Information Age: A New Media Reader. 






                                                        
① Fidler, R. (1997). Mediamorphosis: Understanding New Media. Thousand Oaks, CA: Pine Forge Press. 
② Wikipedia, Technological convergence, http://en.wikipedia.org/wiki/Media_convergence#Media_convergence，

























苏里学派（The Missouri Group）成员布鲁克斯（B. Brooks）、肯尼迪（G. Kennedy）、
莫恩（D.R. Moen）、兰里（D. Ranly）曾从新闻学的角度对媒介融合做出定义：
通过新闻室之间的协作和建立伙伴关系，来分享和交叉推广来自各种媒介的内容
（其中一些具交互性）的实践（the practice of sharing and cross-promoting content 











                                                        
① Jenkins, H. (2001). Convergence? I diverge. Technology Review, v.104, p93-94. 
② Michael Scott Sheerin (2005). Media Convergence: How are we preparing students of journalism and mass 
communication to deal with it? [Online].  
<http://journalism.fiu.edu/faculty-staff/faculty/sheerin-scott-michael.html> [March 1, 2011]. 
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Man），北京：商务印书馆，2000. 
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